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elevator company putting two cents per bushel .into employing an expert manager, instead of paying one half of a cent per bushel and getting no management, simply invested an extra one and one half cents per bushel for a manager and by so doing earned four cents more than did the elevator with the incapable manager. Actually to make an additional four cents per bushel by the investment of only an extra one and one half cents per bushel is earning money at the rate of $2.66 for each $i invested. It means the making of net profit of 166 per cent on the additional investment of one and one half cents per bushel. Surely evidence of this kind which comes from the cold-blooded experience of actual business speaks for the necessity of employing real and capable managers. There is no surer way of guaranteeing success in marketing than by employing the best manager the size of business justifies and by paying what it takes to engage his best efforts. Naturally, there is a large enough number of marketing enterprises appreciative of good management to cause intense competition for experienced men of this sort. It should be remembered, however, that such a manager can be secured if he is offered a salary somewhat higher than what he could get elsewhere under similar circumstances. Brains now command a premium on the market and doubtless always will do so. Recognition of this fact is the first fundamental to success in marketing enterprises.
If the manager be considered as the motive force, the "locomotive" of a business enterprise, certainly a properly conducted accounting department and a thoroughly informed selling department are the rails upon which his judgment and decision must move. An accounting system should be comprehensive and so far as possible of such character that results may be comparable with those provided by accounting systems in other similar marketing undertakings. Much constructive improvement is the result of the comparative